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The Best of ERIC presents annotations Qf ^RIC liter- 
ature on important topic^s in educational management V 

The selections are int^ded to^ive the practicing edu- 
cator easy access to the most significant and useful infor- 
mation available from ERIC Because of space limitations, 
\ the item*listed should be viewed as representative, rather 
thar> exhaustive, of literature meeting those criteria. 

Materials were selected for inclusion from the ERIC 
catalogs Respurcesin Education (RiE) and Current fndex 
^ to Joumais in Education (CUE), ^ 

. . - -v; . 

Thit bibliography was pr^red by the ERIC Clearinghouse on Educational Management for distribution by the Anr>erican Association of>^chool 
>^Jministrators. the Association of^California School Administrators, and the Wisconsin Secondary School Adnrynistrators Association. 
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J. Bagm. Don. How to Start and Improve a P. R. Pro- 

gram. Evanston , I llinois National School Boards Associa- 
tion 1975 54 pages ED 111 0^0 



ERLC 



Bagin's guide reflects the trend' away from emphasis on 
traditional public relations to emphasis on communications 
As he points 6ut, the image of "public relations" has suffered 
considerably in recent years, "communications and community- 
relations are purer-sounding and usually gam more public accep- 
tance " Although-m^ny experts in this field rrfeke the same sub- 
stitution, It j^*rather refreshing to run across an author willing 
to make explicit the reason for >his transition 

The change, however, is more than a mere semantic altera 
tion As Bagin mak^-clear, communications is a twa-way pro- 
ciess, and the nfew concept of public relations means improving 
communication both Within and outside the school. The inter- 
nal audience (teachers, support staff) is as important as the ex- 
ternal audience (the*public) 

To achieve this goal of effective and totai oommunncation. a 
i:hool district musf take very seriously tts pubhc relations 
efforts Bagin lists common mistakes ma^e by districts trying 
to initiate a PR- program, including naming a teacher to be PR 
director on a part-tim% basis, "regarding the newly appointed' 
communications speciah&t as little more than a writer of news 
releases." a*nd starti/^g a PR program without carefuKy defined 
objectives All the^ nnistakes betoken a lack of/commitment 
on behalf of district leaders, a lack that has caused some dis 
i.ncts' attempts to backfire "so explosively that all possibility 
of doing the job right was negated for years " 

'To ensure that administrative personnel are sufficiently 
committed to improving communications with internal and ex- 
ternal audiences, Bagin recommends maki'ng comjnunications 
skills a prerequisite for hiring hew administrators, he hs^s 
sample questions covering different commuinications areas to 
be asked of job interviewees He also 'suggests that/'commum- 
cations successes and failures^' be made part of annual adminis-> 
trator evaluation , , ^ 

.To ensure that district employees gain "specific skills arad 
confidendle in the area of school public relations.'\he recom- 
mends that practical materials and knowledgeable consultants 
beXitilized m mservice sessions ipr alLschool personnel (includ- 
ing secretaries, custodians, and cafeteria workers) Bagin /las 
appended a*'"Yellow Pages" of resource^ useful for mservice 
O rograms in school public relations 



2. Bagm, Don, Grazian, Frank, and Harrison, Charles. 
PR for School Bonrd Members, A Guide for Members of 
Boards of Education and School Administrators to Im- 
prove and ^ Strengthen School Information Programs. 

Volume 8, AASA Executive Handbook Series Washing- 
ton, D C , and Fugene, Oregdn AmerTcan Association of 
School Administrators, and ERIC Clearinghouse on Edu- 
cational Management, 1976 74 pages ^ D 12^56 ^ 



Although this handbook coyers the expected and necessary 
PR program components (such asdistriot publications and the 
handling of communications in crisiSf situations), perhaps its 
most interesting chapters deal with information gathering The 
authors examine, in a fair amount of detail, how the district 
can obtain feedback trom the community and how the school 
board can obtain information necess^Vy for^etiision-maktng 
from the administration and other sources \ 

Among the sources of community mput discussed by Bagm, 
Graztan, and Harrison a^e citizens advisory committees ("one 
of the nnost important feedback mechanisms m school com* 
munications") and "k^y communicators " Key communicators 
ar.e people in the community "who talk to every seqment Qf 
the public ".These leaders (official and unofficial) c.arV'often 
provide an mslant barometer of community feehng and opiQion 
while formal polls and surveys are being developed " The board 
and administration can tap the key communicators' response 
to program a^d policy changes before making fina'l decisions 

The authors bolster their presentation with pertinent obser- 
vations from other writers and with descriplfens of PR policies 
at^d PR director job descriptions from various school di$tricts 
across the country 



3 Banach, Wtflfam J , and Barkelew, Ann H. The Banack- 
Barkelew Brainstorming Book. Uttca, Michigan Synergy 
Group 1976 44 pages ED 141 896 



Banach and Barkelew point out that even though the public 
possesses a rather large quantity of infornnation about the 
^ schools ^such as the price off school lunches, buss;:hedutesrancr^ 
vacation dates), xh^ quajlity of suth information leaves a lot to 
be desired Parents and other com^mumty members sunply do 
not understand what is being taught to children^cHid why/ 

To irTTprcA/e information quality, schools r>eed to devise' a 
public relatrons program that incorporates four '.components 



/, 



vanalyzmg, planrxing, communicating^, and e'iaKjating Banach\ 
id Barkelew. bodh PR ct>nfiultants, believe th^t^"disregard for' 
thisN§imple process is the mam reason many educational com- 
munidetion programs ^ail *' As they state, VAIjtKough Ihe pro- 
"cete appears trite, it worjcs "/And to get this prqcees started, 
they adv]>^ educators to tryjheir brainstorming strategy 
* Jhis strategy is intended to entourage d/strrct personnel 
(and parents aQd students) t© pool*i()eas in order to come upi 
with the best list of public relaWDOs innovations possible for 
their particular district A step-by/step description of the brain- 
storming process-useful with groups as small as five or as large 
as several hundred— emphasizes the initial generation of a large 
quantity of ideas, then the selection and refinement of the best^ 
ideas Appropriate forms and checklists are included for partici- ^ 
pants' use 



4. Gallagher, Donald R. "In Yogr Public Relations Is 
' It Tefl All or Top Secret^" School Business Affairs, 



41 2 (February 1975), pp 32-34 EJ 110 965 



1 



"The school business office often does many routing things 
th^t hurf-the school image internally and externally ," accord- 
ing to Gallagher Evffn though school business managers are 
not accustomed to thinking of themselves as public relations 
representatives, they should be apprised of the impact their 
actions have on public perceptions qf the schools and on em- 
ployees' perceptijonSjO^the sf:hool administration ; 

Gallagher hsti s^gestions intended to encourage business 
' managers to ''Xaket&e initiative and develop a program of com.- 
municating v^nn^f public and the employees " Business vnati-^- 
agers should ayoVS'using educational and fiscal jargon when, 
describing business procedures to the public, they shoUld be 
able to interpret, the sghool budget in terms that th^ public 
can understand l.nsers/ice trammg f6r business staff members 
can help ihertf to better fill their public relations roLes ^ , 

To matntain smooth relations with local merchants and sup- 
pliers, the business manager should rnake sure that they are m- 
formed whfen and how the school will pay it&i)ills Gallagher 
recommenas formation of an advisory council "of local citi- 
zens, busmess experts, and merchants" to provide the school 
with feed-back and to encou/age committee members to "re- 
late the school t>usiness ^tory to other memtysrs of the com- 
munity 



5. Hilldrup, Robert P "The PR Aspeots of School Vfo- 
leffte " Journal of Educational CommunK^ation, h 2 

(September-pctober 1975), pp 8-1 1 EJ 137 969 
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Hillfjrup's article deals^w.th a phenomenon that all school 
administrators fiftl unpleasant and that many find themselves 
unable to cope with-vtolence in th^cho^ols Hilldrup, public_ 
information director for the Richmond, Virgmia, public schools, 
urges school adiViinis-trators to remove their heads fron^ the s^nrd 
and ft) -"look at the PR irrrplicallons of school violence, to ad- 
mit that It can happen/in your schooVsyster^n and to start think- 
ing negatively 'in order to do something posrflve about it" 
To start with, PR directors shbuld check with other school 
districts to see what ptans they have devisTd^^or handling th^ 
public relation^ aspects of school violence Once district per- 
sonnel (especially school principals) are convinced of the inr^- 
portance of plann»r>g for unpleasant contingencies, the PR 
director should encourage closer relations betwiien school per- ^ 
sonnel and the police Hilldrup advises making contact with a 
high rahking p'^kce officer "so that you can^eoide who will 
make what statement to whom after an incident happens . 

Hilldrup's list of steps to be taken by the PR director once 
n incident of 'violence has occurred is commendably specific 



For .example, he suggests' that Wdi^con tacts in the time of 
prists should be made "above the\^poN^i|^vel•"— with the city 
-editor or news editor-, "an advance uKderstar^^mg at the manage- 
, ment levej" pan facilitate the'accurate disseminatioo of infor- 
fnation Radjo should be the first priority , sjnpe it reaches many 
^ ' peoplerquiclily Trust and candor should characterize the PR 
\ director's interaction with radfb statidng, as well as with other 
news mediaj Reporters should not be allowe'd to intervi^ 
pupils on scfiool property, however, no attempt should be made 
to^^nterfer^ with media interviewing when pupils are off the 
school grf)iiinds 

The most essential thing is td make sure that the public in- 
formatio\ director is immediately informed as soon as an inci- 
dent occur^ as he st^ates, "there is no way you can serve' the 
schools or the media if you are the last to know 



6. J opes, J Wilham. Budget/ finance Campaignsj You 
Can't Afford to 'Lose. Arlington, Virginia National 
School Public Relations Associatidn, 1977 9>pages ER 
140 428 \ ' ' 



^ A scFlbol budget campaign calls for all the public relations 
and communication expertise that the district can muster 
Jones' book makes it quite clear that the election will be lost 
unless the school district makes campaigning a well-planned, 
Vear-round activity^ As he states, " *Love-Me-Suddenly ' cam^ 
paigns simply don't work " 

Jones lists certain "givens" necessary for school budget pas- 
, , sage First, "the issue to be voted on must be reasonable, as 
qJf9riomicaI as humaniy possible, and perhaps most impo^rtant 
V* of all, salable " He emphasizesthat tNe budget should'be^tated 
in terms comprehensible to the average voter, not m fiscal 
jargon that onlV an accountant can understarijC^". , 

Citizen involvement and, credibility are absolutely essential 
Voters must believe what the school district tells them about 
schqot financial needs, and^the best way to foster belief is by 
involving citizen^ in both the budget formulating process and 
in the canr^aign 
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' ) Jones pointsout that each campaign must be tailored to the 
specific characteristics apd needs of the individual community, 

4here is no one forrAula for election success Vie places special 
inaportance on the district's first announcement of the cam-, 
paign, which sets the tone for all campaign actu/ities thai-^pf;* 

*IC)w. And he stresses: that the di^rict must honestly believe 
that it can win its budget election or it 'shouldn't "get on the 
ballot in the first place." 

'Jones' book will be of special interest to administrators ;n 
districts where budgets have been defeated in the pasf, since he* 
not only includes suggestions from PR experts, but also sum- _ 
maSzes the experiences of districts 'that have wagged successful 
finarfcexampaigns. 

^ y 

7. National School Public Relations Association^7?e/efl5- 
* mg Test Scores: Educational Assessment Programs, How 
to Tell the Public. Arlington , Virginia National School 
PiibMc Relations Association, 1976 67 pages ED 119 
32^'' 

This NSPR^ guide advises school leaders on how to handle 
a potentially unsetlling event— the announcement of student 
achievement scores and educational assessment results Accord- 
ing to the authbrs, "At the focal school district level , the quality • 
o^ assessment communication to parents, staff members, com- 
munity leaders and other important publics has been generally 
^ub-par, even nonexistent " And yet, educational assessment 
programs and test scores are inextricably mixed with the whole 
issue^f educational accountability 

Given the importance of assessment results, dissemination 
efforts must be carefully planned and executed at the^individual 
school level, at the school district levQl, and at the state level 
The authors advise local school 'systems to release 4heir test 
scores as soon as they receive them, instead qf waiting for the 
sjate depariffient of education to do so As they point out, ^ 
"Advance release gives local school districts the advantage of 
initiative" It also "reduces the likelihood oTpublic panic when 
the state report comes out*" 

Preparation for release of assessment results should begin 
before the tests are even adnmnisiered School administrators 
should realize that results will mean different things to differ- 
ent segments of the^pubiic and should tailor their presentation 
accordingly Dissemination "should be persuas^ve in nature," 
meaning that it snould be aimed at encouraging various publics 
to support the overall goal of educational improvement 

These suQi^estions, backed up by sanjple feedback surveys 
and other materials taken from Michigan's and Maryland's 
dissemination efforts, should aid administrators in minimizing 
difficulties that can arise when test results come out 



^B. New York State ^hool Boards Association Com- 
munications Public Relations. A Jiandbook on School- 
Community Relations. Revised: Albany, New Vork 
1973 82 pages ED 127 707 

"There is no need to ask if ySur board has a public relations 
pi-ogram ft doe's, whether you knbw it or not," according to 
^he authors of this PR hara^ibook Ip-the ^sence of Coherent 
FR policy, the school board perfofrps this key function inad- 
vertently and. usually, badly Jhe ^tent of this handbook is to 
assist school boards to substifute a w^ll-planned and effectively 
executed PR program for one marked by inadvertence and 
hapf#nstance ^ . . * 

Written for use by school board members, the handbook 
emphasizes .the pivo'tal role the board plays m interpreting the 
immunity to the 'schools and, conversely, int,erpretiBg The 




schools tp the community Board members have great impact 
on public |)erceptions of^th^ schools, according to tKe authors, 
because board members are School t^gayers like othercitizens 
and are unpaid for their school service What boar^-members 
say "is heard differently and is apt tobe credited more fully " 
Even though the board, as "top management," should take 
the initiative in poLcy formation, PRgbjectives can be rn^t only 
with the.cooper^ion of "the entir^e school community The 
authors favor the team appro^h over formation of a separate 
PR department, except in very large school districts. Teachers, 
and to a slightly lesser degree, other staff members (bus drtvefs, 
aides, secretaries) play an especially important role in the suc- 
cess or failure of any PR effor^ 

Once the sdiooi PR team is committed to improvjng school- 
community-relations, the bo^rdcan begin to d^lop "the most 

^ effective means of communication with the maximum number 
of people in the-^itstrict " To achieve thts goal, t^3et)oa'rd needs 

^ to be thoroughly acquainted wi-^h^he concerns and information 
needs of the community (to be-fiscertained through an opiaion 
survey), with the varriety of media potentially a\5'ailat5le fon«dis- 
semmating information, and with thfe processes of producing, 
writing, and placing news so that the district maig^ins goo^l 
relations with the press 

9i'0ndrasik, Bar|)ara P. "Get Good Vibes from a Versa- 
tile House Organ/ Journal of Educational ^Com^nunii^- , 
Hon, 2. 2 (Wirvter 1977), pp 12-21 EJ 160*469 

. Good school public relations begin at home wittn a staff 
' newsletter that answers the need of schodl employees to know 
what's gqjng on, according to Ondrastk, editor of an award*- 
winning school district newsletter If entployees are "to feel 
part of the team," they must be well informed And if the 
school staff newsletter does a good job of informingVemploy^s 
will more likely function as the district's "most valuable 
asset " 

Ondrasik's article is filled with concrete suggestions on how 
- ; (and how not) to write and publish a newsletter She empha- 
sizes- tha^some form of effective staff newsletter can be assen}- 
^ bled on even-a very small budget But she points out that "if 
your schoo*! system has 'no money' for a regular staff publica- 
tion -o^ sorr>e kind,^then it really needs to rethink its priorities/' 
. A 5t^ff qewsletter's credibility is contingent on presentation 
of the truth, even about controversial fViatters. A ntft?(/sletter 
Should not function as a-management nr^outhpiece As Ondra- 
sik cautions,/ Avo<d, at all ccfsts. having your newsletter soun(J' 
lik^ a pontifical edic^ issued from the isolated, insulated 'ivory 
ttSwerr' " . ' 
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^ Noting that even sonneof the best school district newsletters 
tend to^be "weak^and wordy." Ondrastk counsels using plain 
English instead of educatiqnese, keeping sentences and para- 
graphs short, condensing copy where possible, and carefully 
editing everything (even the superintendent's annual message 
to the troops) ^ 

Her article includes samples of newsletter front pages from 
school districts arouncJ the country 



10. Powell, James. "Work Stoppages and Public Rela- 
tions Winning the War' of ^ords " New jersey School 
Leader, 3, 4 (January-February J 975), PP 19-20 EJ^ 
115415 ' / 



"Why do strikers generally cap^re public sentiment anc/ 
support evjBn though ag objective l6ok at the facts would lead 
observers to other conclusions^" Ppwell's answer to this ques- 
tion IS that management teams ^Cj/'a_poor )ob of communicat- 
ing their positions to their connm^nities-Hn other words; they 
farf at practicing elemental put^lic relations throughout the 
coll^tive bargaining process^ . / 

Powell |dvises tKe managemetit side to carry out an ongoing 
communications prsgram in or(Jer to ensure^that "dependable 
information about school programs and policies" reaches the 
community. Ttee program shAjld buiJd a-clin78te of public 
trust tn the bo^i;d of education and the distrfct administration 
The district leadership neeas to select an effective communi- 
cator to represent manageTOent's side-a public relations repre- 
sentative who can act as "the board's field marshal " Powell 
suggests that this communicator try to work with the employee 
bjargarninQ' team's PR representative to develop joint news re- 
leases But management-generated press releases should "care- 
fully spell out the costs of the demands rejected by the board " 
If the management, teain believes that, the press is made- 
quately covering the board's position, it should purcbase adver- 
tising space to convey its message If unlawful behavior on fye- 
half of strikers 0Cj2urs, '^pub^c relations techniques." such as' 
"quickly informing t^^e nevw media of any union abuses and 
hiring a photographer to prqpide evidet^e" of disruption, can 
be effectively Employed, according to Powell 



11 Schaub. Alfred R "The Power of Poor Communica- 
tions " Journal of Educational Communication, 1. 2 

(September-October. l975).pp 4-5 EJ 137 9&7 " 



A common assumption in the literature on organizational 
communication and public relations is that poor communica- 
tions result from a lack of training— that if organization mem- 
bers only know\tao,W'to communicate effectively, they wouid 
automatically ,do so Schaub. however, takes a 64ierent posi- 
tion He behaves that "faulty communications are often con- 
sciously or unconsciously engineered to assist individuals tn 
their quest for power " He mamt^ns that management person- 
nel especially are c^uite sl^ilted in commJhication techniques 
Their f^ure to constructively utilize these skills arises from 
specific "power-related'' problems that characterize organiza- 
tional life in many institutions, including the schools 

According to Schaub. the m'ojt cojrimon cause of poor com- 
munications IS "giving time andNeAsrgy to\iore visible, self- 
serving activiti^" rather than to improving cofnmunications 
Even though administrators frequently pay lip/service to such 
• improvement, the fact remans thaAthe Improvement process 
- IS time consuming, that the payoff islo'ard to measure, and that 
improved communfcations frequenti^ are "of more benefit 
and reward to others than ourselves '-^ 

§oor communications also result fro^ a wish to avoid con- 
frontation with others, especially when Wen comrYiupicatiyn 
would involve a discission of (and -disagreipnent over) contrfe- 
versfal jssues or> persona kvaijjes A related problem is the tenc^ 
ency of managers to react negatively to erppfpyees who articu-"^ 
late problems As Schaub states. "Bearers o\bad news often 
lose their heads " 

Schaub does believe that good communicatiofVsar\d smooth 
organizational relation? are possible But he counseW^managers 
not to be naive in ^their quest foV improved comWuirjication 
Schaub's observations offer a valuable (though not necessaritV 
? pleasant) counterpoint to the facile optimism evirtced by many 
co'mmunications and PR writers * ^ 
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